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H2R is blessed to serve a wide variety of world-class and internationally

recognized clients and business partners.
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Project
Overview

Purpose. The purpose of conducting the Branson Convention & Visitor
Bureau’s Traveler Profile Research is to provide area decision makers
with a behavioral and demographic profile of travelers and Branson
visitors to inform the area’s strategic management and marketing
decisions.

Target Audience. This study is conducted monthly using a General
Population survey among a representative panel of consumers. The
survey then screens for travelers and disaggregates those who visited
Branson from those who have not.

Sample. A total of 4,004 traveler responses were generated. This level
of response provides for a maximum margin of error of +/- 1.5% using o
95% confidence interval (and +/- 3.4% among the 685n Branson
Visitors).
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Branson set a new performance record in 2022 reaching 10.2 million
visitors, topping the post-pandemic record set just last year at 10
million.
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* Assumes Base=7.0M (2000, DKSA) Weighted Algorithm: ((50% * Room Demand % Variance)+(20% * City 1% Sales Tax % Variance)+(10%* Tourism Tax % Variance)+(10%*Taney County Tax % Variance)+(10%*TCED Tax % Variance)) H 2 R
SOURCE: HISTORIC ECONOMETRIC MODEL U.S. Inflation Rate averaged 8.0% or nearly 4X the 2.2% averaged recorded from 2022-2021.




Every empirical sales tax source measured across the region posted
yedr-over-year increases in 2022 relative to both 2021 and 2019.

Areda Tax Revenues — Variance to 2021 & 2019

38.2%
34.6%

32.3%
0.7% I
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2022 EQY through December H2R
SOURCE: CITY OF BRANSON SALES TAX DATA
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Nearly half (48%) of travelers indicate they are familiar with Branson
as a travel destination, up from 44% in 2021 and higher than the
competitive set average of 44%.

Aided Brand Awareness

57%
“0o, 52% 599 Competitive Set Average. 447%
48% 48% 0
47% 469

38% 379 379

00 (e ) °0 VA
36% 36% 36% 349,

29%
Myrtle Beach, St. Louis, Destin, Florida Branson, Kansas City, SMmoky Gulf Shores, Asheville, Wisconsin Dells,
South Carolina Missouri Missouri Missouri Mountains, Alabama North Carolina  Wisconsin
Tennessee
H 2022 m 2021 @

H2R

Traveler Profile Dashboard; Brand Perception



Branson earned the highest Share of Voice (assisted marketing
awareness) among the competitive set at 25%, well above average

(17%).

Share of Voice — Branson

% Recall
Seeing/
Hearing Ads
in Past 12
Months

Traveler Profile Dashboard; Brand Perception

Share of Voice — Competitive Set
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Branson is viewed as being a family friendly destination that has
great live music and entertainment, provides a safe and wholesome
environment, offers variety for all as well as beautiful scenery.

Branson Brand Attributes
% Describes Very well/Perfectly

D e 75%
Family friendly 799,
1%

%

1%
%

67%
65%
: 67%
Beautiful scenery B4,
60%
59%
58%
58%
57%
59%
56%
54%
56%
55%
52%
51%

Great live music and entertainment

Safe and wholesome 583

Variety of things to entertain every member of my party

Unigue restaurants/places to eat

Unique and out of the ordinary

Affordable/Good value for my time and money

Great mix of shopping

Easy to get to

Filled with history and culture

%
43%

Convenient/Close Proximity to my Home
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Traveler Profile Dashboard; Brand Perception
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The activities that travelers most associate with Branson are live
shows/entertainment, wholesome family entertainment, original
music artists, Silver Dollar City and shopping.

Activities Most Associated with Branson
% Somewhat Associate/Very Strong Association

Live Shows/Entertainment

Wholesome Family Entertainment

Original Music Artists

Silver Dollar City

Shopping

Branson Landing

Crowds/Traffic

Lake/Water Activities, (e.g. Boating, Fishing, Swimming, etc.)
Outdoor Recreation, (e.g. Hiking, Biking, etc.)
Table Rock Lake

Value for the Dollar

Theme Parks/Water Parks

Mini Golf/Go Carts

Golf

Traveler Profile Dashboard; Brand Perception
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Core market visitation remains well above pre-pandemic norms.

Distance Traveled to Branson

Quter Market
301+ miles
33.3%

+11pts
versus

~10pts 2019

versus
2019

-1pt
versus
2019

86% come from within
650 miles

40.2%

Scout Report; Visitation Trends

Core Market
0-100 miles
26.5%

Primary Market
101-300 miles

Visitation (000’s) by Distance
+5.8% -0.8% -1.9%

4,087 4,120

2,692

2,544

I 1,437
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First-time visitation (10%) dropped slightly from 2021’s 12%.

First-Time & Repeat Visitors % First-Time Visitors by Niche

First-Time

Visitors 18%
13%

10%
1%
6%
4%

Families Adults 18-34 365-54 b+

Repeat
Visitors
90%

®

H2R

Traveler Profile Dashboard; Visitation



Most visitors still plan their trips by going directly to the websites of
the places they want to visit, relying on previous experiences or using
an online travel agency.

Media Usage in Planning Your Branson Trip

Specific website 38%

44%
Previous experience - [ -
Online Travel Agency = 349
ExploreBranson.com 34
Offiial Branson Vocation Guide | ¢
. : o W 2022
Direct reservation by phone > 059 2021
0 ]
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20%
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Traveler Profile Dashboard; Trip Planning



Branson visitors are most likely to report shopping, visiting downtown,
Silver Dollar City, local restaurants and live shows.

Shopping
Downtown Branson/Main Street

Silver Dollar City

Unique Local Restaurants

Live shows

Branson Landing

Outdoors/Lake activities

Museum attraction

Rural Sightseeing

Historical Places/Old Homes
Wine Tasting/Winery Tour

Zip Line

Excursion (Branson Railways, etc.)
Special Event/Festival

Golf

Youth/Amateur/Collegiate Sporting Event
Spa/Health Club
Reunions/Family Events

None of the above

Traveler Profile Dashboard; Visitation
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Branson visitors report that of the activities in which they engaged, the
functional drivers most responsible for inspiring trips include Silver
Dollar City, live shows/entertainment and shopping.

—_— — SR

l{ sver DOLLAR CITY. ))

27% 21% 21%

Silver Dollar City Live Shows/Entertainment Shopping

H2R

Traveler Profile Dashboard; Visitation



Those who attended shows in Branson reported seeing an average of 2.9
shows per party. These s:redominqntly include live performances or

production shows (69%

Number of Live Shows Seen on Last Visit

H 2022 | 202]

Average: 2.9 Shows per
Party

Traveler Profile Dashboard; Visitation

30%
26% 28%
° 25%
23%
19%
16%
14%
N%
90/-

1 Show 2 Shows 3 Shows 4 Shows b+ Shows

dinner shows (47%) or theme park shows (40%).

Type of Shows Seen

Theme or Amusement 40%

Park Shows 582

7%
Dinner Show Productions
52%

Outdoor
Light/Fountain/Fireworks
Shows

45%

Live Performmances or
Production Shows in d
Branson Theater

69%
68%

31%
29%

Celebrity Show or Concert
in a Branson Theater

m 2022 m 2021
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Most Branson visitors spend the night and stay for an average of 4 nights
in the area.

Spent the Night Length of Stay
45%
42%
40%
38%
4.0 Nights
Avg Length
of Stay
12%

e . 7% 1%
One night 2-3 nights 4-7 nights 8+ nights

W 2022 m 202

H2R

Traveler Profile Dashboard; Visitor Profile



Branson visitors spent an average of $1,007 per party which equates
to $362 per person and/or $90 per person per day.

Party Trip Spending Per Person Trip Spending
$1,007 $362 per person

$90 per person per day
2021: $1,006 2021: $444 per person

$109 per person per day

H2R

Traveler Profile Dashboard; Visitor Profile



Visitors ages 35-54, summer visitors and families are the niches
who tend to spend the most money in Branson.

Spending per Party by Visitor Segment

$1,156 51196
$1,087 $1,077 $1,067
$1,000 $993
921 $940 $944 $949
+891 - >0 $870 $877
$824 $830
: I
Spring Summer Fall Holidays 18-34 35-54 55+ Family HH Adult HH

H 2022 m 202] @
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Traveler Profile Dashboard; Visitor Profile
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Non-Visitors assume they would find country music shows, music
festivals, original music artists and hillbilly/cheesy entertainment in

Branson.

Country Music Shows

Music Festival(s)
Hillbilly/Cheesy Entertainment
Original Music

Comedy Shows

Prominent Local/Regional Arts
Nightlife/Dance Scene
Featured Artists who have had Top 100 hits
Prominent National Celebirities
Rock & Roll Shows

Magic Shows

Animal Shows

Traveler Profile Dashboard; NV Profile

Types of Shows Expect to Find in Branson

42%

47%

/%
59%

%
57%

4%
56%
54%
51%

53%

53%

60%
61%
60%
60%

63%

69%
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The need for fresh/new activities is a common theme among Non-Visitors’
biggest barriers, e.g., prefer other places, don’t know enough about
Branson to make an informed decision, etc.

Stated Barriers to Visiting Branson
% Agree/Strongly Agree

59%

Prefer visiting other destinations E9%

48%
49%
48%
1%

No one has recommended Branson to me

Don't know enough about Branson to make informed decision

%
46%
43%
43%
2%
44%

Not a big fan of country music

Didn't see any advertisements sharing what was new in the area

Not interested/Not for me

. . o m 2022
Not seen my friends discussing Branson on social media 9%

41% m 2021
9%
40%

A bit too cheesy/hillbilly for our liking

My perception of the quality of the experience is not prefered

3%

Personal Issues (health, walking, etc.) 280,

Just for old people

.

34%
Kids too young/too old

32%
Online travel reviews | read were not particularly flattering

©

H2R

Traveler Profile Dashboard; Hurdles & Barriers
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The U.S. Travel Association reports that leisure travel fell 25% in 2020 and

rebounded by 27% in 2021 followed by a 6% increase in 2022. Looking
forward, USTA forecasts 2023 will deliver a +1.4% increase in leisure travel.

Since 2014, Branson’s average

USTA Domestic Leisure Travel Forecast annual increase has been
+5.6% or more than double the

26.5% average leisure travel

increased reported in the U.S.

at +2.3%.

6.2% o
14% 30% 23% 15%

3.5% 26% 22% 1.5% 2.7% 25% 1.9% 2.0% 1.8% 1.9%
B s e e B OB s = == s

-2.5%

-24.5%

2009 2010 201 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023f 2024f 2025f 2026f

Branson -3.8% +2.3% SIHA5 -2.5% +1.6% +7.4% +5.5% +7.1% -2.3% +1.3% +1.5% -30.9% +59.1%

+1.8%

SOURCE: U.S. TRAVEL ASSOCIATION TRAVEL FORECASTS UPDATED WINTER 2023 H2R



Leisure travel demand projected to reach 103% of 2019 levels in 2023. 28
Domestic Travel Forecast U.S. TRAVEL

Forecasted in November, 2022 ASSOCIATION"
Real Domestic Leisure Travel Spending Real Domestic Business Travel Spending
Forecasted recovery, relative to 2013 (index, 2013=100) Forecasted recovery, relative to 2019 (index, 2015=100)

| 100 101 98

2019 2020 | 2021 2022 2023 2024 2025 2026 2019 2020 | 2021 2022 2023 2024 | 2025 2026
Leisure vs. Business Travel Volume Auto vs. Air Travel Volume Transient vs. Group Business Travel Spending
Forecasted recovery, relative to 2013 (index, 2013=100) Foracasted recovery, relative to 2012 (index, 2015=100) Forecasted recovery, relative to 2013 (index, 2015=100)
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U.S. Hotel Forecast

Forecasted in November, 2022

Insights

The updated forecast released in November by Tourism
Economics and STR anticipates weaker economic momentum will

temper the travel recovery, but the rebuilding of business travel
and the ongoing prioritization of leisure travel is expected to

support continued lodging demand growth next yvear

US hotel demand is anticipated to recover to slightly above 2015
levels on an annual basis in 2022,

Hotel average daily rate (ADR) is expected to recover to 15.3%
ahead of 2019 levels in 2023. Real ADR, which is adjusted for

inflation, is expected to average 3.5% below 2019 levels in 2023,

Owverall, hotel RevPAR is expected to improve 25.8% in 2022,

followred by 3.4% growth in 2022, as compared to the prior
forecast in August that anticipated 29.5% and 5.7% growth,

respectively.

U.5. Actual RevPAR Growth by Location

December 2022, 9% change relative to 2015

Small Metro/ Town 25.8% 3020 2021 3033 023
neerstate S Supply -4.0% 5.0% 2.0% 1.1%
Resort 17.7% Occupancy -33.4% 12 94 3.34
Suburban 15,38 Demand 37.5% 11.2 2.8
] RevPAR - 7 . 4% 58.25%: 28 .8%: 3.4%
Airport 13.0%:
RevPAR relative to 2019 47 .4% 16 7.9% 11.6%
Urban 5. 2%
Mote: RevPAR reflects standard methodology
Source: 5TR Source: STR; Tourism Economics
Occupancy Index ADR Index RevPAR Index
Index (2019 = 100) Index (2015 = 100) Index (2019 = 100)
101 115 112
113 108

100

U.S. TRAVEL

ASSOCIATI ON-®

U.5. Hotel Forecast Summary

YOY % change, Forecast released November 2022

100

Branson

100
g8
B3
54
l SJ

2015 2020 2021 2022 2023 201% 2020 2021 2022 2023 2019 2020 2021 2022 2023

Mote: RevPAR reflects standard methodology
Source: 5TR: Tourism Bconomics

SYMPHONY TOURISM ECONOMICS

H2R



Record visitation. Again. Thanks to increases in Sales Tax the Branson's
weighted empirical visitation model estimates a small year-over-year
Increase again in 2022, topping the 10 million record set just last year
and projected to reach 10.2 million.

Increased Brand Awareness and Share of Voice. Familiarity with Branson
as a travel destination reached 48% in 2022, up 4 points from 2021. And,
likewise, Branson'’s share of voice (25%) also increased from 23% last
year and it now ranks first among the competitive set.

Rebound of Outer Market. Branson’s outer markets (301+ miles) declined
by 1.9% in 2022 while the core markets (0-100 miles, +5.8%) increased.
However, the core market still represents nearly 27% of all visits which is
up 11 points over pre-pandemic levels.

Live Shows. Live Shows & Entertainment remain a mainstay in Branson
and top the list of brand associations, but in the post-pandemic
marketplace Live Shows have fallen to fifth place in engagement behind
Shopping, Downtown, Silver Dollar City and Unigque Local Restaurants.

Visitor Mix. As first reported in 2021, the new gen pop methodology
iIncludes all Branson visitors and not just those patronizing select
entertainment venues. As d result, by including all travelers the average
age of Branson visitors remains at 45.0 years of age and more than 60%
of visitor parties include children. Groups continue to represent a
significant minority of visitors (6%) with 30% fueled by Professional Tour
Groups, 24% from Churches and 18% from Conventions/Meetings/
Corporate.



Research developed
for Branson CVB.

Our team loves the magic of data and research. We work until the
voice of your customer is clear and you have the answers you
need. If you have questions about this report, please let us know.

Email: mbemarkt@h2rmarketresearch.com
Call: 417.880.2487
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